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Introduction 

This report will use research and theoretical concepts to critically evaluate the service 

process, physical evidence, and people management of the London Hilton on Park Lane, a 

five-star luxury hotel. These elements are crucial in shaping competitive advantages and 

influencing customer satisfaction (Lovelock and Wirtz, 2016). Following this, strategic 

recommendations will be proposed to improve these business areas based on the report’s 

findings. 

 

Process: 

Enhancing organisational processes should be a strategic priority, as efficient processes 

may result in customer loyalty through positive experiences (Bitner et al., 2017). However, 

critics argue that emotional engagement may outweigh effective processes in determining 

customer revisit intention (Shoukat and Ramkissoon, 2022). 

Firstly, customers assess their experiences during moments of truth in service encounters 

(Wilson et al., 2020). Hilton aims to enhance moments of truth by providing extensive staff 

training, which often correlates with high firm performance (Campbell et al., 1990). For 

instance, Hilton offers access to Massive Open Online Courses. MOOCs are a cost-

effective, highly impactful method of employee training (Hamori, 2018). Hilton’s courses 

such as ‘Managing Difficult Interactions’ guide staff to tailor services to customer needs 

while managing person/role conflicts (Lovelock et al., 2011). This is essential as it is 

common for frontline staff to be presented with challenging customers (Mahesh and 

Kasturi, 2006). Notably, MOOCs have been widely critiqued, particularly regarding the 

challenges in accurately assessing learning outcomes, and their low completion rates 

raise concerns about their overall effectiveness (Jordan, 2015). 

Next, the theatrical metaphor (Grove and Fisk, 2004) is highly relevant to the hospitality 

industry, as it can be used to analyse the behaviour of staff during front-of-house 



interactions and back-of-house service. This approach is common in the hospitality 

industry (Mullins, 2019). Emotional labour may improve the customer’s evaluation of 

service quality when perceived as sincere (Wilson et al., 2020). However, long-term 

surface acting may lead employees to experience emotional dissonance, which is 

detrimental to employee wellbeing (Chu et al., 2012). Furthermore, customers may 

perceive the surface acting of employees as cynical, leading to negative service 

evaluations (Fisk and Grove, 1992). 

Finally, over the past 12 months, Hilton’s use of technology has changed to accommodate 

changing traveler communication preferences. Hilton’s consumer trends research has 

indicated intergenerational consumer demand for connectivity, personalisation, and 

digital integration during hotel stay experiences (Hilton, 2024). As a result, guests are now 

able to send inquiries and requests to hotel staff via mobile messaging during their stay 

(Stories from Hilton, 2024). As 70% of guests who used this service stated it improved the 

satisfaction of their stay (Stories from Hilton, 2024), the approach may be strongly 

effective. However, while digital communication enhances convenience, it may reduce 

face-to-face interactions, a fundamental aspect which influences service quality (Lovelock 

et al., 2021; Uysal and Williams, 2013). Furthermore, digital interactions lack non-verbal 

communication cues which co-create positive guest experiences (Islam & Kirillova, 2021) 

and it may not be preferred by all guests (Ide et al., 2024).  

 

 

 

Physical evidence: 

Customers use a company’s physical evidence to predict the quality of service which will 

be provided (Booms and Bitner, 1982; Park et al., 2019). However, critics argue that both 

tangible and intangible factors equally influence customer satisfaction (Chon, 1989). This 



argument was rebutted by Bitner (1990), who contended that isolating ‘physical evidence’ 

ensures managers do not overlook important factors.  

Firstly, colour, light intensity, and light temperature influences the emotional reactions of 

customers to service environments (Mehrabian and Russell, 1974). Visual cues may be the 

most significant sensory dimensions impacting customer satisfaction and consumption in 

hotels (Geng et al., 2023). At the Hilton on Park Lane, lighting and color schemes vary 

across different areas of the hotel, each tailored to serve distinct functional and aesthetic 

purposes. For instance, in the lobby area, dim, warm lighting is used (see Appendix 1). 

Researchers suggest that dim, warm lighting encourages social bonding (Kombeiz et al., 

2017), which is effective as group interactions often occur in the lobby. Furthermore, this 

lighting facilitates collaborative conflict resolution (Steidle et al., 2017), which may 

encourage guests to avoid confrontational behaviour when communicating complaints to 

reception staff. The understanding that human behaviour can be predicted and 

manipulated using colour and lighting aligns with the stimulus-response model (Kotler, 

1997). This approach fails to consider variations in behaviour due to individual differences, 

such as personality and culture (Foxall, 2004). Furthermore, excessive exposure to warm 

lighting may negatively impact lobby staff by leading to fatigue and lower productivity 

(Figueiro and Rea, 2014), which can negatively affect service quality. 

Over the past twelve months, the hotel has adapted its physical evidence by introducing a 

new restaurant, Park Corner Brasserie (see Appendix 3). The restaurant’s internal design 

aims to signal the hotel’s association with British heritage through drawing attention to the 

proximity between the hotel and Hyde Park (Hilton, 2024). This is attempted through the 

use of a green, natural colour scheme and bronze materials (Kilburn, 2023). Whilst 

association with British heritage may enhance a customer’s quality assessment of the 

restaurant (Wang and Lamb, 1983), critics argue that there is insufficient empirical 

evidence to support the claim that hotel interior aesthetics directly influence consumer 

perceptions of quality (Alfakhri, 2018). 

 



People: 

In their influential examination of service marketing, Lovelock et al. (2011, p.302) argued 

that interaction with service staff is the most critical factor that impacts a customer’s 

evaluation of service quality.  Whilst this understanding has been widely supported 

(Gummesson, 2007; Kotler, 1967), critics have argued that the finding undermines the 

significance of variables such as hotel features and the personal characteristics of visitors 

(Radojevic et al., 2017). 

A key element of managing people for service advantage is ensuring staff understand 

organisational culture (Tsai, 2011) and embody company values (Dorkenoo et al., 2022). 

The Hilton Hotels chain has partially credited its 'Great Place To Work’ accreditation to the 

company’s strong workplace culture and staff adherence to founding visions (Mullins, 

2019, p.574; Great Place To Work, 2024). The Hilton attempts to socialise employees into 

this conformity during employee onboarding, as Human Resources (HR) trains employees 

to follow the founder’s vision of spreading the “light and warmth of hospitality,” through 

displaying values such as integrity, leadership, and teamwork (Hilton, 2017).  Whilst 

adherence to strong organisational culture and values ensures consistency, it may lead to 

organisational resistance to change and career advancement challenges for individuals 

who do not fit the organisation’s cultural norms (Nyimbili et al., 2023). Furthermore, rigid 

organisational cultures overlook the impact and integration of diverse subcultures within 

an organisation (Parker, 2000). 

Next, organisations must prioritise enabling staff to understand their role within the 

marketing process (Woodruffe, 1995). Over the past twelve months, the Hilton on Park 

Lane has adapted their approach to involving staff from various functions in the marketing 

process by implementing monthly cross-departmental meetings executed by HR, 

supervisors, and general managers. These meetings involve discussions aiming to leverage 

staff for service advantage by collecting insights on customer needs and pain points, 

leading to seamless and effective customer experiences. This practice aligns with the 

service-dominant logic theory (Lusch and Vargo, 2014), which highlights the role of 



employees in co-creating value for customers. Cross-functional collaboration can lead to 

competitive advantages and enhance business offerings (Hoai et al., 2021). However, 

critics have argued that this technique is challenging to execute effectively (Karpen et al., 

2012) and the cost-effectiveness has not been proven (Katsifaraki and Theodosiou, 2023). 

 

 

Recommendations 

Based on earlier findings, Hilton may improve service processes by encouraging staff to 

engage authentically with guests, rather than promoting surface-level emotional labour. 

Using mindfulness technique training to coach staff on emotional regulation and using 

emotional intelligence to navigate moments of truth may improve the wellbeing of staff, 

improve the sincerity of guest interactions, and lead to greater customer satisfaction 

(Kernbach and Schutte, 2005). 

Next, Hilton may improve physical evidence by adapting a flexible approach to lighting 

design. As excessive exposure to dim lighting may lead to reduced staff productivity and 

stimulate guest fatigue, smart lighting systems may be installed. For instance, brighter, 

cool lighting may be implemented in the evenings to improve the alertness of night shift 

staff (Lok et al., 2018). Furthermore, integrating simple signature scents (such as floral 

fragrances) in hotel areas, such as the lobby, may lead to increased consumer spending 

(Herrmann et al., 2013) and enhance the experiential effects of physical cues which signal 

the hotel’s proximity to Hyde Park.  

Finally, Hilton may improve people management by adopting a more inclusive, flexible 

organisational culture that embraces diverse subcultures (Parker, 2000). Implementing 

flexible leadership approaches, such as Kotter’s change model (Kotter, 1996), may 

mitigate the challenges of cultural rigidity. For instance, cultural differences in the 

workplace will be considered (Hofstede, 1980) and Hilton’s strategic approaches may be 

adapted to meet local market demands. 



 

References: 

Alfakhri, Demah, et al. “The Role of Aesthetics and Design in Hotelscape: A 

Phenomenological Investigation of Cosmopolitan Consumers.” Journal of Business 

Research, vol. 85, no. 2018, Apr. 2018, pp. 523–531, 

https://doi.org/10.1016/j.jbusres.2017.10.031. 

Bitner, M.J. (1990). Evaluating Service Encounters: The Effects of Physical Surroundings 

and Employee Responses. Journal of Marketing, 54(2), pp.69–82. 

doi:https://doi.org/10.2307/1251871. 

Booms, Bernard H., and Mary J. Bitner. “Marketing Services by Managing the Environment.” 

Cornell Hotel and Restaurant Administration Quarterly, vol. 23, no. 1, May 1982, pp. 

35–40, https://doi.org/10.1177/001088048202300107. 

Campbell, J., McHenry, J. and Wise, L. (1990). Modelling Job Performance In A Population 

Of Jobs. Personnel Psychology, 43(2), pp.313–575. doi:https://doi.org/10.1111/j.1744-

6570.1990.tb01561.x. 

Chon, K.-S. (1989). Book Reviews : Hotel and Food Service Marketing: a Managerial 

Approach. Journal of Travel Research, 28(2), pp.53–53. 

doi:https://doi.org/10.1177/004728758902800211. 

Chu, K.H., Baker, M.A. and Murrmann, S.K. (2012). When we are onstage, we smile: The 

effects of emotional labor on employee work outcomes. International Journal of Hospitality 

Management, [online] 31(3), pp.906–915. doi:https://doi.org/10.1016/j.ijhm.2011.10.009. 

Dorkenoo, C.B., Nyarko, I.K., Semordey, E.Y. and Edinam Agbemava (2022). The Concept 

Of Workplace Values And Its Effects On Employee Performance And Corporate 

Profitability. International Journal of Asian Academic Research Associates, [online] 2(6), 

https://doi.org/10.1016/j.jbusres.2017.10.031
https://doi.org/10.1177/001088048202300107


pp.287–300. Available at: 

https://www.researchgate.net/publication/362241150_THE_CONCEPT_OF_WORKPLACE_

VALUES_AND_ITS_EFFECTS_ON_EMPLOYEE_PERFORMANCE_AND_CORPORATE_PROFIT

ABILITY [Accessed 28 Mar. 2025]. 

Figueiro, M. and Rea, M. (2014). Office lighting and personal light exposures in two 

seasons: Impact on sleep and mood. Lighting Research & Technology, 48(3), pp.352–364. 

doi:https://doi.org/10.1177/1477153514564098. 

Foxall, G R. Consumer Psychology in Behavioral Perspective. Washington, Dc, Beard 

Books, 2004. 

Geng, Z., Le, W., Guo, B. and Yin, H. (2023). Analysis of factors affecting visual comfort in 

hotel lobby. National Institute of Health, 18(1), p.e0280398. 

doi:https://doi.org/10.1371/journal.pone.0280398. 

Gioia, D.A. and Poole, P.P. (1984). Scripts in Organizational Behavior. The Academy of 

Management Review, 9(3), p.449. doi:https://doi.org/10.2307/258285. 

Great Place to Work UK (2024). Working at Hilton | Great Place to Work® UK. [online] 

Available at: https://www.greatplacetowork.co.uk/certified-company/1299302 [Accessed 

27 Mar. 2025]. 

Grove, S.J, and R.P Fisk. “Service Theater: An Analytical Framework for Services 

Marketing.” ResearchGate, 1 Jan. 2004, 

www.researchgate.net/publication/288116226_Service_theater_An_analytical_fra

mework_for_services_marketing. Accessed 2 Apr. 2025. 

Grove, S.J, and R.P Fisk. “The Service Experience as Theater.” ResearchGate, 1992, 

www.researchgate.net/publication/235361043_The_service_experience_as_theate

r. Accessed 2 Apr. 2025. 

https://www.researchgate.net/publication/362241150_THE_CONCEPT_OF_WORKPLACE_VALUES_AND_ITS_EFFECTS_ON_EMPLOYEE_PERFORMANCE_AND_CORPORATE_PROFITABILITY
https://www.researchgate.net/publication/362241150_THE_CONCEPT_OF_WORKPLACE_VALUES_AND_ITS_EFFECTS_ON_EMPLOYEE_PERFORMANCE_AND_CORPORATE_PROFITABILITY
https://www.researchgate.net/publication/362241150_THE_CONCEPT_OF_WORKPLACE_VALUES_AND_ITS_EFFECTS_ON_EMPLOYEE_PERFORMANCE_AND_CORPORATE_PROFITABILITY
https://www.greatplacetowork.co.uk/certified-company/1299302
https://www.researchgate.net/publication/288116226_Service_theater_An_analytical_framework_for_services_marketing
https://www.researchgate.net/publication/288116226_Service_theater_An_analytical_framework_for_services_marketing
https://www.researchgate.net/publication/235361043_The_service_experience_as_theater
https://www.researchgate.net/publication/235361043_The_service_experience_as_theater


Gummesson, E. (2007). Exit services marketing - enter service marketing. Journal of 

Customer Behaviour, [online] 6(2), pp.113–141. 

doi:https://doi.org/10.1362/147539207x223357. 

Hamori, M. (2018). Can MOOCs Solve Your Training Problem? [online] Harvard Business 

Review. Available at: https://hbr.org/2018/01/can-moocs-solve-your-training-problem 

[Accessed 27 Mar. 2025]. 

Herrmann, A., Zidansek, M., Sprott, D.E. and Spangenberg, E.R. (2013). The Power of 

Simplicity: Processing Fluency and the Effects of Olfactory Cues on Retail Sales. Journal of 

Retailing, 89(1), pp.30–43. doi:https://doi.org/10.1016/j.jretai.2012.08.002. 

Hilton (2024). Connectivity & Personalization | 2024 Trends Report. [online] Stories From 

Hilton. Available at: https://stories.hilton.com/2024trends-connectivity-personalization 

[Accessed 1 Apr. 2025]. 

Hilton (2017). Hilton Code of Conduct. [online] Available at: 

https://ir.hilton.com/~/media/Files/H/Hilton-Worldwide-IR-V3/committee-

composition/HW-Code-Of-Conduct-OCT2015-L26.pdf [Accessed 28 Mar. 2025]. 

Hochschild, A.R. (1983). The Managed heart: Commercialization of Human Feeling. 

Berkeley: University of California Press. 

Hilton. “Last Week, We Celebrated the Launch of Park Corner Brasserie Here at London 

Hilton on Park Lane.” Linkedin.com, 22 Apr. 2024, www.linkedin.com/posts/london-hilton-

on-park-lane_last-week-we-celebrated-the-launch-of-park-activity-

7188149410550161408-0R5A. Accessed 2 Apr. 2025. 

Hoai, T.T. and Nguyen, N.P. (2021). How does cross-functional cooperation influence 

organizational performance? The mediating role of management accounting systems. 

Cogent Business & Management, [online] 8(1), p.1907011. 

doi:https://doi.org/10.1080/23311975.2021.1907011. 

https://hbr.org/2018/01/can-moocs-solve-your-training-problem
https://stories.hilton.com/2024trends-connectivity-personalization
https://ir.hilton.com/~/media/Files/H/Hilton-Worldwide-IR-V3/committee-composition/HW-Code-Of-Conduct-OCT2015-L26.pdf
https://ir.hilton.com/~/media/Files/H/Hilton-Worldwide-IR-V3/committee-composition/HW-Code-Of-Conduct-OCT2015-L26.pdf
https://www.linkedin.com/posts/london-hilton-on-park-lane_last-week-we-celebrated-the-launch-of-park-activity-7188149410550161408-0R5A
https://www.linkedin.com/posts/london-hilton-on-park-lane_last-week-we-celebrated-the-launch-of-park-activity-7188149410550161408-0R5A
https://www.linkedin.com/posts/london-hilton-on-park-lane_last-week-we-celebrated-the-launch-of-park-activity-7188149410550161408-0R5A


Ide, K., Saito, M., Kondo, K., Chishima, I., Shioya, R. and Nakagomi, A. (2024). The Purpose 

of Internet Use and Face-To-Face Communication With Friends and Acquaintances Among 

Older Adults: A JAGES Longitudinal Study. Journal of Applied Gerontology, 43(10), pp.1375–

1385. doi:https://doi.org/10.1177/07334648241240562. 

Islam, M.S. and Kirillova, K. (2021). Nonverbal communication in hotels as a medium of 

experience co-creation. Tourism Management, 87, p.104363. 

doi:https://doi.org/10.1016/j.tourman.2021.104363. 

Jordan, K. (2015). Massive open online course completion rates revisited: Assessment, 

length and attrition. The International Review of Research in Open and Distributed 

Learning, 16(3). doi:https://doi.org/10.19173/irrodl.v16i3.2112. 

Karpen, I.O., Bove, L.L. and Lukas, B.A. (2012). Linking Service-Dominant Logic and 

Strategic Business Practice. Journal of Service Research, [online] 15(1), pp.21–38. 

doi:https://doi.org/10.1177/1094670511425697. 

Katsifaraki, G. and Theodosiou, M. (2023). The Role of Service-Dominant Logic Strategic 

Orientations in Driving Customer Engagement in Online Retailing. Journal of Interactive 

Marketing, 59(1). doi:https://doi.org/10.1177/10949968231180497. 

Kernbach, Sally, and Nicola S. Schutte. “The Impact of Service Provider Emotional 

Intelligence on Customer Satisfaction.” Journal of Services Marketing, vol. 19, no. 7, 

Dec. 2005, pp. 438–444, https://doi.org/10.1108/08876040510625945. 

Kilburn, Hamish. “London Hilton on Park Lane to Be “Completely Transformed” • Hotel 

Designs.” Hotel Designs, 24 Apr. 2023, hoteldesigns.net/2023/london-hilton-on-

park-lane-to-be-completely-transformed/. Accessed 2 Apr. 2025. 

Kombeiz, O., Steidle, A. and Dietl, E. (2017). View it in a different light: Mediated and 

moderated effects of dim warm light on collaborative conflict resolution. Journal of 

https://doi.org/10.1108/08876040510625945


Environmental Psychology, [online] 51, pp.270–283. 

doi:https://doi.org/10.1016/j.jenvp.2017.04.007. 

Kotler, P. (1967) Marketing management: analysis, planning and control. Englewood Cliffs: 
Prentice Hall. 

Kotter, John P. Leading Change. Boston, Mass., Harvard Business School Press, 1996. 

Lok, R., Smolders, K.C.H.J., Beersma, D.G.M. and de Kort, Y.A.W. (2018). Light, Alertness, 

and Alerting Effects of White Light: A Literature Overview. Journal of Biological Rhythms, 

33(6), pp.589–601. doi:https://doi.org/10.1177/0748730418796443. 

Lovelock, C.H. and Wirtz, J. (2011). Services marketing. Harlow: Pearson Education, p.302. 

Lusch, R.F. and Vargo, S.L. (2013). Service-Dominant Logic. Cambridge University Press. 

[online] doi:https://doi.org/10.1017/cbo9781139043120. 

Mehrabian, A. and Russell, J.A. (1974). The Basic Emotional Impact of Environments. 

Perceptual and Motor Skills, 38(1), pp.283–301. 

doi:https://doi.org/10.2466/pms.1974.38.1.283. 

Mullins, L.J. (2019). Organisational Behaviour in the Workplace. 12th ed. Harlow: Pearson. 

Nyimbili, Leah, and Moses Chalwe. “Potential Problems with Having a Culture That Is Too 

Strong in Modern Organizations.” ResearchGate, 13 Feb. 2024, 

www.researchgate.net/publication/378178085_Potential_Problems_with_Having_a

_Culture_that_is_Too_Strong_in_Modern_Organizations. Accessed 31 Mar. 2025. 

Park, J.-Y., Back, R.M., Bufquin, D. and Shapoval, V. (2019). Servicescape, positive affect, 

satisfaction and behavioral intentions: The moderating role of familiarity. International 

Journal of Hospitality Management, 78, pp.102–111. 

doi:https://doi.org/10.1016/j.ijhm.2018.11.003. 

https://www.researchgate.net/publication/378178085_Potential_Problems_with_Having_a_Culture_that_is_Too_Strong_in_Modern_Organizations
https://www.researchgate.net/publication/378178085_Potential_Problems_with_Having_a_Culture_that_is_Too_Strong_in_Modern_Organizations


Parker, Martin. Organizational Culture and Identity : Unity and Division at Work. London, 

Sage, 2000. 

Radojevic, T., Stanisic, N. and Stanic, N. (2017). Inside the Rating Scores: A Multilevel 

Analysis of the Factors Influencing Customer Satisfaction in the Hotel Industry. Cornell 

Hospitality Quarterly, 58(2), pp.134–164. doi:https://doi.org/10.1177/1938965516686114. 

Schneider, B. and Bowen, D.E. (1993). The service organization: Human resources 

management is crucial. Organizational Dynamics, 21(4), pp.39–52. 

doi:https://doi.org/10.1016/0090-2616(93)90032-v. 

Shankar Mahesh, V. and Kasturi, A. (2006). Improving call centre agent performance. 

International Journal of Service Industry Management, 17(2), pp.136–157. 

doi:https://doi.org/10.1108/09564230610656971. 

Smircich, Linda. “Concepts of Culture and Organizational Analysis.” Administrative 

Science Quarterly, vol. 28, no. 3, Sept. 1983, pp. 339–358, 

www.jstor.org/stable/pdf/2392246.pdf. Accessed 29 Mar. 2025. 

Stories from Hilton (2024). Hilton Expands On‑Property Messaging In Response to 

Changing Traveler Communication Preferences. [online] Stories from Hilton. Available at: 

https://stories.hilton.com/releases/hilton-expands-on-property-messaging-in-response-

to-changing-traveler-communication-preferences? 

[Accessed 1 Apr. 2025]. 

Tsai, Y. (2011). Relationship between Organizational culture, Leadership Behavior and Job 

Satisfaction. BMC Health Services Research, [online] 11(1). 

doi:https://doi.org/10.1186/1472-6963-11-98. 

Uysal, M. and Williams, J.A. (2013). Current Issues and Development in Hospitality and 

Tourism Satisfaction. Routledge. 

https://www.jstor.org/stable/pdf/2392246.pdf
https://stories.hilton.com/releases/hilton-expands-on-property-messaging-in-response-to-changing-traveler-communication-preferences
https://stories.hilton.com/releases/hilton-expands-on-property-messaging-in-response-to-changing-traveler-communication-preferences


Wang, Chih-Kang, and Charles W. Lamb. “The Impact of Selected Environmental Forces 

upon Consumers’ Willingness to Buy Foreign Products.” Journal of the Academy of 

Marketing Science, vol. 11, no. 1-2, Dec. 1983, pp. 71–84, 

https://doi.org/10.1007/bf02721862. 

Wilson, Alan M, et al. Services Marketing : Integrating Customer Focus across the Firm. 4th 

ed., London Mcgraw-Hill, 2020. 

Woodruffe, H. (1995). Services marketing. London: Pitman. 

Zeithaml, V.A., Bitner, M.J. and Gremler, D.D. (2017). Services Marketing : Integrating 

Customer Focus across the Firm. New York: Mcgraw -Hill Education. 

 

 

 

 

 

 

 

 

 

 

Appendix: 

Appendix 1: The Lobby 

https://doi.org/10.1007/bf02721862


 

 

 

 

 

 

 

 

 

 

 

Appendix 3: Park Corner Brasserie 



 

 

 

 

 

 


